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Abstract 
In the field of strategic management, the researches carried out about strategic planning tools and techniques used by business 
managers in Turkey is almost negligible. However, in the other countries, the researches revealing the similarities and differences in 
use of strategic tools and techniques in various countries are often carried out. 
In this research we aim to investigate the tools and techniques used in strategic planning and determine the attitudes of executives 
towards the use of strategic planning comparatively in Turkish SMEs operating in different firm size and sector. Data were 
collected from SMEs operating in Antalya Organized Industrial Zone (OIZ). The tools and techniques used in strategic planning in 
literature and the attitudes of executives towards the strategic planning process have been tested. 
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1. Introduction 
Strategy was Porter (1996) defined strategy 
s at 
 
Successful organizations now more than ever recognize the importance of strategic planning in achieving desired 
business results. Most business leaders recognize the importance of strategic planning, but few succeed at translating 
their strategies into business results (Ghamdi, 2005). 
Strategic planning is one of the management tools that firms have experimented with in recent years. To what extent 
is strategic planning tools actually used in firms? How happy are the firms using these tools? Do firms using these 
tools do better than the uestions we set out to answer in strategic planning 
tools usage in Turkish SMEs operating in Antalya as well as firms in other countries. This paper provides empirical 
evidence about the use of the strategic planning tools and techniques in SMEs. The study focuses on three areas. These 
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are strategic planning tools usage, satisfaction with using the tools for SMEs and attitudes of executives towards 
strategic planning tools and techniques. 
2. Literature Review 
2.1. Strategic Planning 
Although there are several definitions of strategic planning, there is no commonly accepted and universal definition 
of it (Quinn, 1980; Brews and Purohit, 2007). Strategic planning process is a way including various techniques and 
factors to perform specific tasks systematically. Strategic planning includes the creation of objectives defined  clearly 
and the processes necessary for achieving these objectives Strategic 
planning is recognized as an important management tool for an organization. According to Schwenk and Shrader 
(1993) strategic planning should be seriously considered by small firm managers. The lack of a strategic business plan 
in small businesses leads to outdated management practices, including an autocratic style of management practiced by 
es 
and policies of a business, driving the organization towards its vision of the future (Stonehouse and Pemberton, 2002: 
854). 
2.2. Strategic Planning Tools and Techniques 
A variety of tools and techniques have been developed to help managers to identify and deal with strategic planning 
decisions (Ramanujam et all., 1986). These techniques help managers to change valuable data into forms suitable for 
decision-making and action (Fleisher and Bensoussan, 2003). The benefits of these tools include: increasing awareness 
about the business environment, strategic issues, opportunities and threats which helps reduce the risk involved in 
making certain decisions; establishing priorities in large complex companies and providing a framework for evaluating 
the relative importance of different business portfolios; and aiding the presentation of complex issues. They may also 
be seen as a valuable communications device, in addition to their analytical role (Frost, 2003). 
The framework of strategic management and planning, the essential constituent and sustaining element is 
 in strategic management which can 
provide enormous benefits, such as support managers in decision making, evaluate and analyze environment, reduce 
costs of the product, minimize the expenditures. General, strategic management tools and techniques could bring a lot 
of benefits for the organizations under the condition that managers have a clear perception/understanding of existing 
tools and techniques ( . 
Table1. Definitions of strategic management tools and techniques (Afonina, A : 1536) 
Source Definition 
Rigby (2001, 2005) * 
analytical frameworks. 
Knott (2006)  * s the full range of concepts, ideas, techniques and approaches that 
structure or influence of the strategic thinking, strategic decision-making and strategy implementation activity.  
Strategy tools act as a guide to thinking and a starting point for structuring strategic management activity. 
Gunn and Williams (2007) * 
gist has employed to further 
inform their strategic decision-making. 
Stenfors and Tanner (2007) * Strategy tools are a heterogeneous group of products designed to support organizations in dealing with the 
complex demands of competitive markets and the quest to create and maintain strategic advantage. 
by reporting their results of tools and techniques utilization by organization. Several authors presented exemplary sets 
of strategic analysis tools specifying them as an instruction for the managers: 
1) Webster et al. (1989) formed most frequently used 30 tools set for strategic planning. 
2) Clark (1997) combined 33 methods of strategic analysis with the model of strategic management process. 
3) Miles et al. (1997) revealed the usage of several analysis tools in agricultural companies, thus highlighting the 
contextual usage of analysis tool. 
4) Rigby (2001) studied the application of 25 main management tools used for strategic analysis and revealed 
that strategic analysis tools play a relatively important role in the organizational process. 
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3. Methodology 
3.1. Research Goal 
In this survey we aim to identify the attitudes of executives towards the strategic planning process and investigate 
the strategic planning tools and techniques used by SMEs operating in different size and different sectors in Antalya 
Organized Industrial Zone, in Turkey. Moreover, we aim to determine whether the strategic planning tools and 
techniques used by SMEs change according to the firm size and sector, or not. 
3.2. Sample and Data Collection 
In this study, a field survey using questionnaires were conducted for analysis. SMEs operating in various sectors in 
Antalya were chosen as the research population. Randomly selected 192 SMEs were taken as the sample of the 
research. The number of SMEs registered to Antalya Organized Industrial Zone (AOIZ) is 252 (population) in Antalya 
2012. The rate of randomly selected sampling is 76.2% (192 firms). Analysis has been carried out using data which 
were obtained from the SMEs in AOIZ by using a questionnaire form. The respondents were chosen from the middle 
and senior managers of SMEs. Questionnaires were subjected to respondents by interviewing face to face. Data 
obtained from those 192 questionnaires were analyzed through the SPSS 15 statistical program and tested. 
3.3. Analyses and Results 
First the Descriptive Statistics test was applied to data in order to obtain descriptive information about SMEs. The 
values obtained from the test are given in Table 2. 
Table 2. Descriptive Statistics for SMEs 
Subjects Descriptions 
Nature of Firms Production Service Trade   112 (58.3%) 29 (15.1%) 51 (26.6%)   
Size of Firms 11-50 employees 51-100 employees 101-250 employees +250 employees  75 (39.1%) 82 (42.7%) 27 (14.1%) 8 (4.2%)  
Education Level High Schoo1 Undergraduate Graduate Post Graduate  16 (8.3%) 43 (22.4%) 132 (68.8%) 1 (0.5%)  
Duration of Activity (years) 1-7 8-15 16-23 +24  26 (13.5%) 139 (72.4%) 24 (12.5%) 3 (1.6%)  
Existence of the Strategic Plan Yes No    176 (91.7%) 16 (8.3%)   
Age of Manager 31-40 41-50 51-60   74 (38.5%) 89 (46.4%) 29 (15.1%)  
Working Time for Man. 1-5 6-10 11-15 +16  72 (37.5%) 104 (54.2%) 7 (3.6%) 9 (4.7%) 
Tot. Working Time for Man. 1-5 6-10 11-15 +16  5 (2.6%) 62 (32.3%) 26 (13.5%) 99 (51.6%)  
Status for Man. General Man. Finance Man. Personnel Man. Marketing Man. Firms Owner 41 (21.4%) 33 (17.2%) 55 (28.6%) 60 (31.3%) 3 (1.6%) 
Gender Male Female    160 (83.3%) 32 (16.7%)    
SMEs operate in different firm size and sector in Antalya OIZ. Table-3 shows their sectors according to frequencies 
and percentages and firm size. 
Table 3. Descriptive Statistics for SMEs 
Sectors of Firms f % Size of Firms 
11-50 employees 51-100 employees 101-250 employees +250 employees 
Medical 31 16.1 10 6 8 7 
Furniture 30 15.6 6 23 1 0 
PVC 26 13.5 8 17 1 0 
Textile 25 13.0 16 8 1 0 
Agriculture 18 9.4 0 8 10 0 
Glass 15 7.8 8 5 2 0 
Lift 14 7.3 11 2 1 0 
Food 13 6.8 4 8 1 0 
Spare Part 13 6.8 12 0 1 0 
Pack 7 3.6 0 5 1 1 
Total 192 100 75 82 27 8 
The questionnaire consisted of 50 items belonging to three sets of questions. The first set measured the use of 
strategic planning tools and techniques. For a total of 24 techniques respondents were asked, on a two-point scale 
rating from  to , to indicate the degree to which the techniques were used in their 
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firms in last five years. The techniques surveyed were the most commonly identified in the literature on strategic 
planning (Stonehouse and Pemberton: 2002; Glaister and Falshaw: 1999; Ramanujam et al.: 1986; Al Ghamdi: 2005; 
Aldehayyat and Anchor: 2008; Rigby and Bilodeau: 2011). The second set of questions measured managers  views on 
strategic planning. The scale was adapted from Glaister and Falshaw (1999), Dincer et al. (2006) and Glaister et al. 
(2009). For a total of 7 views respondents were asked, on a five-point scale rating from 1: strongly disagree  to  
strongly agree  to indicate their views towards the strategic planning. The third set of questions measured managers  
views on management trends. The scale was adapted from Rigby and Bilodeau (2011). For a total of 19 views 
respondents were asked, on a five-point scale rating from 1: strongly disagree  to  strongly agree  to indicate their 
views towards the management trends. With the results of this study, we have described the most commonly used 
management tools and techniques by SMEs, in Antalya OSB and we have created comparable and describable views 
based on strategic plan and management trends. The results (Table-4) showed that SMEs used strategic planning, 
human resources analysis, total quality management, customer relationship management, outsourcing, financial 
analysis, vision/mission, PEST and benchmarking analyses in last five years. 
Table 4. Most Used Tools and Techniques for SMEs in Antalya OIZ in last 5 years (2008-2012) 
Tools and Techniques Mean SD Percentage 
Strategic Planning 1.14 .343 166 (86.5%) 
Human Resources Analysis (HR) 1.14 .349 165 (85.9%) 
Total Quality Management (TQM) 1.21 .407 152 (79.2%) 
Customer Relationships Management (CRM) 1.52 .501 93 (48.4%) 
Outsourcing 1.52 .501 92 (47.9%) 
Financial Analysis for firm owners 1.52 .501 92 (47.9%) 
Vision/Mission 1.68 .467 61 (31.8%) 
PEST (Politic, Economic, Social, Technologic) Analysis 1.71 .453 55 (28.6%) 
Financial Analysis for competitors 1.72 .451 54 (28.1%) 
Benchmarking 1.74 .440 50 (26.0%) 
Strategic Planning Software 1.80 .403 39 (20.3%) 
Strategic Cooperation 1.80 .399 38 (19.8%) 
Portfolio Analysis (Growth and Market Share Matrix) 1.81 .395 37 (19.3%) 
Critical Success Factors Analysis 1.89 .319 22 (11.5%) 
Stakeholder Analysis 1.89 .319 22 (11.5%) 
Value Chain Analysis 1.90 .299 19 (9.9%) 
Organizational Culture Analysis 1.92 .269 15 (7.8%) 
Basic Skills Analysis 1.92 .269 15 (7.8%) 
SWOT 1.94 .233 11 (5.7%) 
Scenario Analysis 1.96 .188 7 (3.6%) 
What if Analysis 1.99 .102 2 (1.0%) 
According to firm size, the most frequently used tools and techniques in SMEs were described in Table-5. 
According to results, the most common used tools and techniques were used by SMEs with 51-100 employees. 
Table 5. According to Firm Size, Most Used Tools and Techniques in last five years by SMEs in Antalya OIZ 
Most Used Tools and Techniques Firm Size (employees) Total # of firms % 11-50 51-100 101-250 +250 
Strategic Planning 58 (3) 79 (1) 21 (1) 8 (1) 166 86.5 
HR Analysis 70 (1) 72 (2) 15 8 (2) 165 85.9 
TQM 63 (2) 66 (3) 21 (2) 2 152 79.2 
CRM 32 44 15 2 93 48.4 
Financial Analysis for firm owners 27 38 21 (3) 6 92 47.9 
Outsourcing 23 52 15 2 92 47.9 
Vision/Mission 17 36 6 2 61 31.8 
PEST Analysis 9 37 9 0 55 28.7 
Financial Analysis for competitors 13 21 12 8 (3) 54 28.1 
Benchmarking 9 28 12 1 50 26.0 
Strategic Planning Software 3 29 6 1 39 20.3 
Strategic Cooperation 3 22 12 1 38 19.8 
Portfolio Analysis 3 18 9 7 37 19.3 
Critical Success Factors Analysis 3 12 6 1 22 11.5 
Stakeholder Analysis 3 12 6 1 22 11.5 
Value Chain Analysis 1 6 12 0 19 9.9 
Basic Skills Analysis 1 7 6 1 15 7.8 
Organizational Culture Analysis 1 6 6 2 15 7.8 
SWOT 1 2 6 2 11 5.7 
According to sector, the most frequently used tools and techniques in SMEs were described in Table-6. According 
to results, strategic planning was used by SMEs operating in medical (29) and furniture (28) industry. Human 
resources analysis was used by SMEs operating in furniture (29) and medical (28) industry. Total quality management 
was used by SMEs operating in PVC (26) and furniture (21) industry. Customer relationship management was used by 
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SMEs operating in furniture (28) industry. Financial analysis for firm owners was used by SMEs operating in medical 
(24) industry. 
Table 6. According to Sector, Tools and Techniques Used in last five years by SMEs in Antalya OIZ 
Most Used Tools and Techniques Sectors of Firms Medical Agricul. Glass Lift Sp.Parts PVC Food Furn. Textile Pack. 
Strategic Planning 29 (1) 12 (3) 9 (3) 14 (1) 6 23 (3) 13 (1) 28 (2) 25 (1) 7 (1) 
HR Analysis 28 (2) 9 15 (1) 13 (3) 11 (2) 25 (2) 6 29 (1) 23 (2) 6 
TQM 19 18 (1) 15 (2) 14 (2) 13 (1) 26 (1) 13 (2) 21 6 7 (2) 
CRM 18 10 6 1 7 16 7 25 (3) 1 2 
Financial Analysis for firm owners 24 (3) 10 2 2 8 16 3 18 3 6 
Outsourcing 2 17 (2) 4 5 5 6 9 (3) 20 18 (3) 6 
Vision/Mission 1 9 2 0 10 (3) 18 2 13 0 6 
PEST Analysis 1 11 9 1 5 6 5 10 2 5 
Financial Analysis for competitors 15 3 2 0 8 12 1 5 2 6 
Benchmarking 4 7 2 2 1 16 3 7 2 6 
Strategic Planning Software 7 3 0 0 0 12 0 12 0 5 
Strategic Cooperation 4 1 4 1 1 7 1 11 1 7 (3) 
Portfolio Analysis 9 6 2 1 2 6 3 1 2 5 
Critical Success Factors Analysis 6 0 0 0 0 12 0 3 0 1 
Stakeholder Analysis 1 0 2 0 1 12 1 3 1 1 
Value Chain Analysis 7 0 2 0 2 6 1 0 1 0 
Basic Skills Analysis 8 0 0 0 1 0 0 1 0 5 
Organizational Culture Analysis 2 0 2 0 1 0 1 0 3 6 
SWOT 4 1 0 1 0 1 0 2 0 2 
On the other hand some of these strategic planning tools and techniques vary by region (Table-7). North American 
executives are more likely to use customer relationship management, strategic planning and benchmarking while 
European executives are more likely to use benchmarking, customer relationship management and strategic planning. 
Asian executives are more likely to use customer relationship management, strategic planning and mission/vision 
statements while L. American executives are more likely to use strategic planning and benchmarking. 
Table 7. Top Most Used Tools and Techniques Vary According to Region 
Tools and Techniques Global N. America Europe Asia Latin America Antalya,  Turkey 
Benchmarking 1 3 1 4 3 10 
Strategic Planning 2 2 3 2 1 1 
Mission and Vision Statements 3 4 5 3 1 6 
Customer relationship management (CRM) 4 1 2 1 6 4 
Outsourcing 5 6 5 5 4 5 
Balanced scorecard 6 12 8 10 5 - 
Change management programs 7 9 4 8 9 - 
Core competencies 7 5 8 6 10 - 
Strategic alliances 9 7 7 8 8 - 
Customer segmentation 10 15 12 10 7 - 
Source: Rigby, D. and Bilodeau, B. (2011), Management tools and trends 2011. Bain & Company, pp. 7 
In this study we focused on 24 of the most popular tools and techniques used in 2012, listed on the Table-8. For a 
total of 22 techniques respondents were asked, on a three-point scale rating from 
 to , to indicate the degree to which the techniques were used in their firms in 2012. In 
2012, the most frequently used tools and techniques in SMEs were strategic planning, human resources analysis, total 
quality management, customer relationship management, outsourcing, financial analysis, benchmarking, strategic 
planning software and PEST analysis. 
Table 8. Most Used Tools and Techniques for SMEs in Antalya OIZ in 2012 
Tools and Techniques Mean SD Used effectively Used in a limited range 
Strategic Planning 2.54 .737 131 (68.2%) 33 (17.2%) 
HR Analysis 2.46 .818 129 (67.2%) 23 (12.0%) 
TQM 2.32 .892 117 (60.9%) 20 (10.4%) 
CRM 1.83 .967 76 (39.6%) 8 (4.2%) 
Outsourcing 1.77 .870 55 (28.6%) 37 (19.3%) 
Financial Analysis for firm owners 1.76 .896 59 (30.7%) 27 (14.1%) 
Benchmarking 1.44 .784 35 (18.2%) 15 (7.8%) 
Financial Analysis for competitors 1.40 .702 24 (12.5%) 29 (15.1%) 
Strategic Planning Software 1.33 .688 24 (12.5%) 15 (7.8%) 
PEST Analysis 1.35 .670 21 (10.9%) 25 (13.0%) 
Vision/Mission 1.29 .611 16 (8.3%) 23 (12.0%) 
Portfolio Analysis 1.23 .590 16 (8.3%) 13 (6.8%) 
Critical Success Factors Analysis 1.22 .576 15 (7.8%) 13 (6.8%) 
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Strategic Cooperation 1.19 .518 11 (5.7%) 14 (7.3%) 
Scenario Analysis 1.08 .382 7 (3.6%) 1 (0.5%) 
Stakeholder Analysis 1.11 .319 0 (0.0%) 22 (11.5%) 
Value Chain Analysis 1.08 .288 1 (0.5%) 13 (6.8%) 
Organizational Culture Analysis 1.04 .225 1 (0.5%) 6 (3.1%) 
Basic Skills Analysis 1.08 .295 1 (0.5%) 14 (7.3%) 
SWOT 1.06 .254 1 (0.5%) 9 (4.7%) 
What if Analysis 1.01 .102 0 (0.0%) 2 (1.0%) 
 1.03 .174 0 (0.0%) 6 (3.1%) 
For a total of 24 techniques respondents were asked, on a three-point scale rating from 
 to , to indicate the degree to which the techniques will be used in their firms 
in 2013 (Table-9). 
Table 9. Tools and Techniques Planned to Use by SMEs in Antalya OIZ in 2013 
Tools and Techniques Mean SD Never think to use May use Certainly plan to use 
HR Analysis 2.55 .798 37 (19.3%) 13 (6.8%) 142 (74.0%) 
Strategic Planning 2.60 .687 22 (11.5%) 33 (17.2%) 137 (71.4%) 
TQM 2.39 .771 34 (17.7%) 50 (26.0%) 108 (56.3%) 
CRM 1.97 .951 89 (46.4%) 19 (9.9%) 84 (43.8%) 
Financial Analysis for firm owners 1.78 .853 95 (49.5%) 44 (22.9%) 53 (27.6%) 
Outsourcing 2.17 .257 38 (19.8%) 112 (58.3%) 42 (21.9%) 
Benchmarking 1.58 .782 115 (59.9%) 42 (21.9%) 35 (18.2%) 
Strategic Planning Software 1.42 .747 142 (74%) 20 (10.4%) 30 (15.6%) 
Vision/Mission 1.68 .709 89 (46.4%) 76 (39.6%) 27 (14.1%) 
PEST Analysis 1.55 .685 108 (56.3%) 63 (32.8%) 21 (10.9%) 
Portfolio Analysis 1.38 .668 139 (72.4%) 33 (17.2%) 20 (10.4%) 
Critical Success Factors Analysis 1.38 .667 140 (72.9%) 32 (16.7%) 20 (10.4%) 
Financial Analysis for competitors 1.46 .654 121 (63%) 54 (28.1%) 17 (8.9%) 
Scenario Analysis 1.26 .610 159 (82.8%) 16 (8.3%) 17 (8.9%) 
Basic Skills Analysis 1.30 .588 148 (77.1%) 31 (16.1%) 13 (6.8%) 
Stakeholder Analysis 1.28 .571 151 (78.6%) 29 (15.1%) 12 (6.3%) 
Value Chain Analysis 1.28 .562 150 (78.1%) 31 (16.1%) 11 (5.7%) 
 1.21 .533 162 (84.4%) 19 (9.9%) 11 (5.7%) 
Strategic Cooperation 1.54 .568 95 (49.5%) 90 (46.9%) 7 (3.6%) 
Balance Scorecard 1.08 .387 183 (95.3%) 2 (1.0%) 7 (3.6%) 
Organizational Culture Analysis 1.16 .446 167 (87%) 19 (9.9%) 6 (3.1%) 
What if Analysis 1.14 .425 172 (89.6%) 14 (7.3%) 6 (3.1%) 
SWOT 1.08 .368 183 (95.3%) 3 (1.6%) 6 (3.1%) 
Experience Curve Analysis 1.18 .450 162 (84.4%) 25 (13.0%) 5 (2.6%) 
The most common tools and techniques intended to be used by SMEs in 2013 were human resources analysis, 
strategic planning, total quality management, customer relationship management, financial analysis, outsourcing, 
benchmarking, strategic planning software, vision/mission and PEST analysis. 
For a total of 24 techniques respondents were asked, on a three-point scale rating from certainly satisfied to 
not at all satisfied , to indicate the degree of satisfaction with respect to techniques used in their firms (Table-10). 
Table 10. Satisfaction Rate for Tools and Techniques Most Common Used by SMEs in Antalya OIZ 
Tools and Techniques Mean SD Satisfaction Rate % n 
Value Chain Analysis 1.14 .468 95.5 22 
HR Analysis 1.22 .428 99.4 (1) 162 
Strategic Planning 1.25 .449 99.4 (2) 163 
CRM 1.35 .500 98.9 (3) 95 
Portfolio Analysis 1.37 .541 97.4 38 
Critical Success Factors Analysis 1.38 .576 95.8 24 
Financial Analysis for firm owners 1.40 .518 98.7 78 
TQM 1.41 .506 99.3 150 
Strategic Planning Software 1.42 .545 97.7 43 
Organizational Culture Analysis 1.53 .624 94.1 17 
Financial Analysis for competitors 1.54 .536 98.3 59 
Outsourcing 1.55 .543 97.8 91 
Vision/Mission 1.57 .530 98.4 63 
Scenario Analysis 1.62 .650 92.3 13 
Basic Skills Analysis 1.63 .619 93.8 16 
Strategic Cooperation 1.66 .530 97.6 41 
 1.67 .617 93.3 15 
Stakeholder Analysis 1.67 .917 70.8 24 
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Benchmarking 1.68 .713 86.0 50 
PEST Analysis 1.70 .502 98.2 56 
The most common satisfied tools and techniques used by SMEs in Antalya OIZ were human resources analysis, 
strategic planning, total quality management, customer relationship management, financial analysis, vision/mission, 
PEST, strategic planning software, outsourcing, strategic cooperation. 
For a total of 7 views on strategic planning and 19 views of management trends, respondents were asked on a five-
point scale rating from to  to indicate the degree to which the views will be 
agreed by managers or firm owners (Table-11 and Table-12). 
Table 11. The Management Views on Strategic Planning 
No The Views on Strategic Planning Mean SD 
54 The implementation of strategy has been effective (91.7%) 4.41 .640 
50 The strategy adopted is the result of a very deliberate process of formulation (73.9%) 3.90 .792 
49 Formal strategic planning is /would be an effective way to achieve improved financial performance (77.1%) 3.87 .559 
48 Strategic planning has resulted in rigidity and inflexibility of response to the changing environment (69.8%) 3.83 .642 
52 Strategic planning processes achieve a good fit between the external environment and the internal capability of the organization (65.1%) 3.68 .679 
53  3.17 .962 
51 Strategic planning has encouraged excessive bureaucracy (41.1%) 3.15 1.113 
Turkish executives ar
(40.1%) and  
Table 12. The Views on Management Trends 
No The Views on Management Trends Mean SD % 
29 Culture is as important as strategy for business success 4.44 .620 93.2 
33 The current downturn will change consumer behaviors for at least three years 4.23 .694 85.9  
43 We will pursue sustainability initiatives even if they hurt our profits 4.17 .611 91.2 
30 Innovation is more important than cost reduction for long-term success 4.03 .613 85.5 
31 Our company will use this recession to improve our competitive position 3.98 .738 80.8 
36 We are planning for a downturn that will last at least until early 2015 3.95 .620 80.7 
32 Government regulation of business will increase over the next five years 3.91 .729 85.5 
44 Our top executives are comfortable taking higher risks for potentially higher returns 3.89 .591 77.6 
38 We should focus more on revenue growth and less on cost reductions 3.88 .680 73.9 
39 Our entire organization is actively engaged in improving innovation 3.85 .696 73.5 
47  3.81 .655 73.4 
35 International growth will be vital to our performance over the next five years 3.80 .616 69.2 
37 We could dramatically boost innovation by collaborating with other companies 3.64 .766 67.7 
45 Other emerging markets now offer better opportunities than China and India 3.62 .593 64.5 
46 Our company waited too long to respond to this economic downturn 3.59 .972 61.9 
40 Unclear decision making authority is hurting our performance 3.33 .950 51.1 
42 Our decisions are being driven by short-term financials, not long-term strategies 3.33 .967 52.7 
34 I am very concerned about how we will meet growth targets in 2013 3.33 1.035 51.6 
41 Insufficient customer insight is hurting our performance 3.12 .826 26.9 
ulture is as important as strategy for business success
will pursue sustainability initiatives even if they hurt their profits
Insufficient customer insight is hurting our performance  and they are concerned with unclear decision making 
authority is hurting their performance . 
Some of these management trends also vary by region. North American executives are more likely to believe that 
culture is as important as strategy for business success  overnment regulation of business will increase over the 
. They are l almost 
from now . European executives are less concerned with ur company waited too long to respond to this economic 
d They are more likely to feel that culture is as important as strategy for business success innovation is 
more important than cost reduction for long-term success international growth will be vital to our performance 
over the next five y . Asian executives are more focused on the need for culture and innovation as they agree more 
culture is as important as strategy for business success  and 
for long- . They are less concerned with 
years from now ulture is as important as strategy for 
business success wth targets in 2013. They are less concerned with 
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Table 13. The Variation of Manager Views on Management Trends According to Region 
The Views of Managers on Management Trends N. America Europe Asia L. America Antalya OIZ, Turkey (%) 
Culture is as important as strategy for business success 86 86 90 89 93.2 
The current downturn will change consumer behaviors for at least three years 73 66 71 71 85.9  
We will pursue sustainability initiatives even if they hurt our profits 37 44 46 45 91.2 
Innovation is more important than cost reduction for long-term success 67 75 84 78 85.5 
Our company will use this recession to improve our competitive position 69 72 74 80 80.8 
We are planning for a downturn that will last at least until early 2015 67 62 63 65 80.7 
Government regulation of business will increase over the next five years 77 70 68 70 85.5 
Our top executives are comfortable taking higher risks for potentially higher returns 40 32 36 45 77.6 
We should focus more on revenue growth and less on cost reductions 54 50 55 53 73.9 
Our entire organization is actively engaged in improving innovation 55 52 53 51 73.5 
 24 27 23 24 73.4 
International growth will be vital to our performance over the next five years 55 75 82 58 69.2 
We could dramatically boost innovation by collaborating with other companies 57 55 66 57 67.7 
Other emerging markets now offer better opportunities than China and India 28 38 26 51 64.5 
Our company waited too long to respond to this economic downturn 27 21 31 22 61.9 
Unclear decision making authority is hurting our performance 48 56 55 46 51.1 
Our decisions are being driven by short-term financials, not long-term strategies 48 50 46 38 52.7 
I am very concerned about how we will meet growth targets in 2013 69 60 62 81 51.6 
Insufficient customer insight is hurting our performance 45 54 53 38 26.9 
4. Conclusion 
The use of strategic planning tools and techniques was less common in SMEs operating in Antalya OIZ, Turkey. 
This could be explained by the insufficient financial and human capability of SMEs. As a result of this study, the most 
common used tools and techniques are strategic planning, human resources analysis, total quality management, 
customer relationship management, outsourcing, financial analysis for firm owners, vision/mission, PEST, financial 
analysis for competitors, and benchmarking. According to other research, the main role of SWOT analysis in the 
situation assessment and strategic analysis phases. According to Gunn and Williams (2007), the results of their 
research in the UK, SWOT analysis is the most widely applied strategic tool by all organizations surveyed. 
Benchmarking was ranked second in terms of its usage by all but manufacturing organizations. One of the most recent 
surveys conducted by Aldehayyat and Anchor (2008) investigates the awareness and use of strategic planning tools 
and techniques by Jordanian public organizations. They found that the most common used tools and techniques are 
include those tools and techniques according to the high popularity of utilization by organizations in different 
countries. 
In the case of SMEs 
forces, value chain analysis and portfolio analyses are seldom used. Al Ghambi (2005) finds that 10% of Saudi 
Arabian organizations are using tools and techniques regularly. These techniques are critical success factors, 
benchmarking, and what-if analysis. Elbanna (2007) examines the utilization of strategic management tools and 
techniques as a pa
technique utilized by organization in sma
techniques are popular in Czech Republic and represent the comparative analysis of strategic management tools and 
techniques utilization in Czech Republic and other countries (UK, Finland, Australia, Saudi Arabia). In particular, 
SWOT analysis is the most applied strategic tool by organizations not just in Czech Republic, but also this tool is 
favorite among practitioners in UK, Australian and Finland. 
Some of these strategic planning tools and techniques vary by region. North American executives are more likely to 
use customer relationship management, strategic planning and benchmarking while European executives are more 
likely to use benchmarking, customer relationship management and strategic planning. Asian executives are more 
likely to use customer relationship management, strategic planning and mission/vision statements while L. American 
executives are more likely to use strategic planning and benchmarking. On the other hand, Turkish executives are 
more likely to use strategic planning, customer relationship management and outsourcing. In addition, Turkish 
ulture is as important as strategy for business success will pursue 
sustainability initiatives even if they hurt their profits nsufficient customer insight is 
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hurting their performance  unclear decision making authority is hurting their 
performance . 
In this study we found a positive attitude towards strategic planning by managers of Turkish SMEs operating in 
Antalya OIZ with strong support for 
strategic planning is/would be an effective way to achieve improved financial performance (77.1%)
for 
planning has encouraged excessive bureaucracy (41.1%)  Glaister and Falshaw (1999) found similar attitudes to 
towards strategic planning by managers of Turkish companies with strong support for  planning 
is/
changi
the United Kingdom and New Zealand found striking similarities in tool usage patterns for a series of core strategic 
tasks. 
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